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Abstract 
In recent years there is an ever greater attention toward the theme of social responsibility, especially from the agriculture and 
agri-food sector, whose typical features, i.e. the link with the land, the role of tradition and the defence of nature and 
environment, are closer to this theme. Thus, social environmental issues have become an essential part of the agricultural policy’s 
objectives. 
In this context, we can observe a growing interest by the consumers towards the short food supply chain, which allows the 
recovery of the direct relationship and the consolidation of relations between producers and consumers. 
The short food supply chain creates the awareness among producers and consumers having common goals and drives them to 
find new forms of meeting, exchange and collaboration with the direct sale. Thus, the aim is to create some organizational 
models for the development of new forms of marketing of short chain, by responding to the purpose of ensuring a competitive 
development of the fruit and vegetable chain and of the reference area. 
In order to develop these reflections, we realized a case study on the “Orto in condominio” an experience similar to the “box 
scheme” realized in Campania region by the producers’ organization Terra Orti. 
© 2015 The Authors. Published by Elsevier B.V. 
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1. Introduction 
Corporate Social Responsibility (CSR) has formally entered the agenda of the European Union since the Lisbon 
European Council in March 2000 and was considered as one of the strategic tools to make companies more 
competitive, socially cohesive, and to modernize and strengthen the European social model. The CSR goes beyond 
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compliance with legal requirements and identifies practices and behaviors that a company adopts voluntarily, to get 
results that can bring benefits and advantages to itself and to the context in which it operates. 
Particular attention is paid to relations with its stakeholders: employees, suppliers, customers, partners, 
communities and local institutions, implementing concrete actions between them. 
This results, in the adoption of a corporate policy that reconciles economic objectives with social and 
environmental aspects of the of the territory, in view for future sustainability 
Currently the term social responsibility,  refers to the so-called "triple bottom line" according to which the 
business entity cannot be measured only by the mere calculation of economic value, but needs an integration of 
social and environmental aspects 
This logic has caused a revolution in the corporate culture, since companies come out of its traditional boundaries 
to establish thenself, as a social actor, and is no longer exclusively as economic actor. Thereby contributing to the 
welfare of society 
The creation of economic value, in fact, intended as a production output of higher value than the resources 
consumed in the production process, is necessary but not sufficient condition to ensure that the entrepreneurial 
action entailed the characteristics of effectiveness and efficiency required to business entities. The economic 
balance, therefore, does not guarantee adequate satisfaction of all stakeholders. 
This happens because, when it comes to social responsibility, we refer to the task of the company to identify the 
legitimate expectations of all stakeholders, taking into account all the interests involved in corporate life and making 
them relevant part of its strategy . Since not all of these interests are economic, or only that, the value created by the 
company will go beyond this dimension 
In the long term, therefore, the prospects economic, social and environmental impact must be considered 
inextricably linked: one cannot be separated from the other without compromising the process of sustainable 
development of the organization. 
Social responsibility has experienced in recent years, a good level of attention from the world of agriculture and 
agri-food sector characterized by distinctive values such as: the link with the land, the role of tradition, the 
protection of nature and environment, are closely related to business competitiveness and to the concept of 
territoriality. 
Agriculture's policies have increasingly focused their objectives to the social and environmental issues, linking 
them to a new concept of competitive and sustainable development.. 
In this context, it is increasing consumer interest in food and agricultural products to the short chain, a new way 
of marketing that allows the recovery of the contact with the land and the consolidation of relations between 
producers and their consumers. 
In this regard, we want to prove that doing business in a sustainable way is possible, creating new organizational 
models that combine competitiveness, a new definition of value and territoriality towards sustainability of welfare. 
2. Creating shared value as competitive factor 
In 2011, Michael Porter and Mark Kramer published an article entitled Creating Shared Value, which strengthens 
and makes more clear and explicit the considerations made by the authors in a previous article of the 2006 Strategy 
and Society: The Link Between Competitive Advantage and Corporate Social Responsibility. The starting point is 
that no company is a separate entity and that the success of all business is influenced by the support services and 
infrastructure around them. 
In fact, productivity and innovation are strongly influenced by clusters (geographic concentrations of related 
companies, suppliers, contractors, etc.) And logistics infrastructure of a given territory. These clusters "exploit" the 
public assets of the surrounding community, such as schools, universities, drinking water, the laws protecting 
competition. But the company has always considered the prime mover of the territory in which it is established, and 
this gives the full right to use its resources, provided this is done within the rules and with "intelligence", that is, 
without depleting the Territory . In fact, the company needs a healthy community, not only to create demand for its 
products, but also to have some critical assets and a favorable environment. 
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Porter's thesis is therefore that the competitiveness of a company and the welfare of the surrounding community 
are interrelated: as well as the company needs a healthy community to take advantage of a competent staff, an 
environment  able to invest and innovate and effective demand for its products, the same way the community needs 
of successful businesses to make available to its members jobs and opportunities to create wealth and prosperity.. 
Interacting with the community and increasing the knowledge and skills in the area in which it operates, thus 
improving productivity, innovation and competitiveness, the company contributes to promote social progress and, 
therefore, to create shared value, both economic and social, promoting where possible closer forms of cooperation 
with the other actors of the territory. 
This concept is also reflected in the European Commission’s communication on the "renewed EU Strategy for the 
period 2011-14 in the field of corporate social responsibility", stating again that "through CSR, enterprises can 
significantly contribute to the achievement of the objectives of the Treaty on European Union for sustainable 
development and a highly competitive social market economy. CSR supports the objectives of the Europe 2020 
strategy for smart, sustainable and inclusive growth " 
In this Communication, the European Commission has updated its definition of corporate social responsibility, 
particularly with regard to the concept of shared value introduced by Porter and Kramer in the aforementioned 
article Creating Shared Value. 
The European Commission defines CSR as " corporate responsibility for their impact on society " (COM (2011) 
681) and places a strong emphasis on the need for companies to integrate CSR into their strategy, particularly as the 
engine of their competitiveness. Responding their social responsibilities, companies create long-term confidence 
among workers, consumers and citizens as a basis for models of sustainable business models. High levels of trust 
contributes in turn to determine the context in which business can innovate and grow. 
3. The size of the territorial capital 
Each agricultural enterprise work in close relationship with the territorial context in which it appears and which 
implements a continuous exchange of resources. 
What is the territory? In international forums, the concept of territory is not outlined by referring to geographical 
and political boundaries, but on the basis of the elements that characterize it, particularly with regard to the concept 
of territorial capital. 
The OCSE has proposed for the first time the concept of territorial capital o into the Territorial model’s Outlook 
2001.  The concept was taken in 2005 by the European Commission in Scoping document on the territorial state of 
the EU: "Each region has a specific territorial capital, distinct from that of the other areas, that generates a higher 
return for specific types of investment, which are better suited for this area and that more effectively use its assets 
and its potential. 
The territorial capital of a given area is distinct from that of any other, and can be determined by several factors: 
the OECD has compiled an extensive list, including much material aspects, as intangible assets. In particular, the 
OECD states that "these assets include the geographical location of the area, its size, availability of inputs, climate, 
tradition, natural resources, quality of life or agglomeration economies produced by its cities, but can also include its 
incubators, its industrial districts or other business networks to reduce transaction costs.  
Other factors may be the "non-market interdependencies" like conventions, behavior and informal rules that 
allow local stakeholders to work together in conditions of uncertainty, or networks of solidarity, mutual assistance 
and cooperation in developing new ideas. Often they evolve into clusters of small and medium-sized enterprises 
operating in the same sector (capital). Finally, on the basis on Marshall, there is an intangible factor, "something in 
the air", which we can call the context or the environment and that is the result of a combination of institutions, 
rules, practices, producers, researchers, and policy makers, which enables creativity and innovation. 
The components of territorial capital can be divided as follow: 
x the cognitive capital, the development of which involves the aim of achieving the following results:  education, 
training and research of high quality; high capacity for innovation; attraction, retention of knowledge and skills in 
the territories. 
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x the social capital, which implies the achievement of positive results in relation to the welfare and quality of life; 
social equity and poverty reduction; multicultural integration, high levels of participation and sharing of 
collective values (civicness) 
x settlement capital-i.e. the infrastructural component which, traditionally, has been the territorial capital.  This 
dimension is materially perceptible in physical forms through, which take place the urban relationships. In 
summary, the development of the capital settlement-infrastructure aims to achieve the following results: 
territorial development ordained, healthiness and live stadandrds of urban systems; high levels of accessibility to 
local and global scale, low consumption of resources and energy; sense of belonging of citizens and public city. 
x ecosystem landscape capital, the development of which is manifested in the integrity of the territory and 
continuity of the network ecosystem; in homeland security and the regenerative capacity of natural resources; in 
the richness of the landscapes and biodiversity. 
The greatest growth opportunities of business, therefore, is to contribute, with socially responsible behavior, the 
development of the community and the territory in which it is established and operates in order to benefit from an 
economic and social substrate from which to draw resources and which address their products. 
The actions of social responsibility can be related to many different aspects, from the development of human 
resources to environmental protection, going to affect one or more components of territorial capital 
With the short chain is investing in a cross in each of the components of territorial capital, but in a more incisive 
social capital and ecosystem and landscape; in the medium to long term this can only bring economic benefits to the 
agri-food businesses, competitiveness and support the sustainability of welfare. 
4. The short chain and the sustainability of welfare 
In recent years, as opposed to a model based on an offer largely dominated by the standardization of quality and 
homogenization of food tastes, the short chain has regained a new impetus, also giving the institutions the 
opportunity to reassess and relaunch small local producers, who still constitute the majority of Italian farms  
The short chain, regulated by Decree Mipaaf. # 301 of 20 November 2007 and initially provided by article 4 of 
the Decree. 228/01 provides an opportunity for farmers to bring their products and, to an extent prevalent, even 
products of other farms directly to consumers, eliminating the intermediate steps (wholesale and retail) and, thus 
consolidating, customers can exploit the same 
For supply chains means, therefore, all the marketing methods of food products that are characterized, on the one 
hand, the reduction or elimination of intermediaries between agricultural producers and consumers and, secondly, to 
the local dimension of commercial transactions. They have been the subject in recent years of rapid development, 
and although still account for a negligible share of food products marketed, are the protagonists of a live scientific 
and political debate in which public opinion is increasingly aware. 
They are an exceptional tool for the promotion of organic products, because they create a fiduciary relationship 
between the producer and the consumer. If, on the one hand, the farmer is motivated to make products healthier and 
qualified, the other the consumer is encouraged to support an agricultural model that best meets your needs, no 
longer feeling the last link of the trading system but becoming, indeed, the main character of a choice of quality and 
eco-sustainability. 
Direct selling, therefore, is not only meant as a mere commercial opportunity but as a useful tool to ensure 
quality, to respond to the desire of the consumer to know what to eat, and by whom and how it is grown, farmed, 
processed product purchased. 
The growing demand for quality, health and wholesomeness and authenticity of the food, climate and energy 
shocks and the social and environmental problems related to the theme of sustainable development, have helped to 
accelerate this process. We are thus faced with a new business model and development in which the competitiveness 
of the agricultural enterprise  also stems from its commitment to ensure appropriate levels of economic, social and 
environmental sustainability and overall well-being, in the local context in which it operates. 
The short chain creates awareness among producers and consumers responsible to have common objectives and 
motivates them to find new forms of meeting, exchange and collaboration with the direct sales which limits 
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brokerage, higher prices and anonymity of the productions, valuing territoriality, seasonal productions , cooperation, 
projecting naturally companies to social responsibility actions. 
All that said this is a need to demonstrate how the implementation of some form of short chain can be 
transformed from mere commercial diversification into an instrument of competitiveness of the agricultural and 
territorial promotion managing to strike a balance between costs and benefits; not only economic benefits but that 
include numerous aspects related especially to the intangible assets of a company intended as the resources of 
immaterial nature,, fundamental for the creation of value. 
 
 
Fig 1: intangible assets of the company 
 
Organizational capital:  is the result of activities carried out by the employees that have the effect of transferring 
knowledge to the company. 
Is divided into: 
x strategic profile 
x corporate governance 
x processes 
 
Human capital: identifies a quantity-level unincorporated organization, but present in individuals who work in it. 
Reference is made to: 
x skills and capacity of employees, 
x level of motivation / involvement 
 
Relational capital: indicates the value of the network of relationships and collaborations (with customers, 
suppliers, lenders, non-profit organizations, institutions, etc.) that the company has in place. Can be divided into two 
main categories: 
x the value of customers, to which they connect the commercial value of the brand, reputation, visibility, etc .; 
x the value of the network relationships with all other stakeholders in the context in which the company operates 
(suppliers, partners, lenders, government agencies, trade associations, NGOs, etc.). 
 
When we talk about alternative benefits, then, we must not forget that the short chain is valued not to price issues, 
as much for the fiduciary relationship not only with the manufacturer but with the whole context. The consumer in 
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the choice of short chain often associate the product to the place of origin of the same. The territory which is not a 
simple physical place where activities are carried out but it is a real resource to use, use and transform into a 
competitive advantage. 
These reflections lead to say that companies themselves have a direct interest to organize themselves so that their 
actions result in positive externalities on the identity heritage and hence the sustainability of its territory. 
The socially responsible behavior, in fact, express themselves better when companies decide to "work in 
networks", adhering to a system that sees part of development processes aimed at economic, social and 
environmental sustainability. 
Short supply chains become, therefore, a tool on which to base the strategy of corporate identity and the 
challenge is to give them a new definition. 
It is not just to sell products eliminating the middlemen, but focus on "sustainability of welfare" through the 
recovery of new values such as: the purpose of sale to a buyer careful, responsible consumption, healthy diet, find 
the link with the territory, encouraging expressions of cooperation and aggregation 
Direct sales, in fact, allows the consumer to buy higher quality products, healthy, seasonal, promoting the 
territory with the marketing of local food products, reducing the distances traveled by food to reach the final 
consumer and promoting a network of local producers more tied to the territory and more sustainable from an 
environmental perspective (eg. the goods perform fewer steps and shall not be packed more times). 
In this perspective and with this new interpretation the keys to success are focusing on a new innovative concept 
of corporate identidty for business: a responsible approach towards sustainability issues and cooperation and 
aggregation through the creation of business networks with their suppliers, customers, stakeholders to share 
expertise, needs and responses generating success factors and business development with economic and social 
benefits. 
5. Case study: L’orto in condominio 
An example of application of the concepts mentioned above is represented by the "L’orto in condominio", built in 
Campania from the producer organization Terra Orti. Terra Orti is an organization of agricultural producers located 
in the heart of the Piana del Sele, environment of choice for the production of fruit and vegetables. The mild climate 
and fertile alluvial soil, in fact, encourage the development of high quality productions. 
Here they are rooted the most important companies in the agricultural sector, a real highlight of the Italian scene, 
where they produce for years fruit and vegetables of the highest quality, respecting the strict quality standards 
required by the international market, without ever losing view of the environmental and cultural history of the area. 
Terra Orti, one of the most established OP (Producers Organizations) of the Piana del Sele founded in 1999 by 
only 9 producers and become 150 today, has as its aim the improvement of the quality of fruit and vegetables, 
adjusting the volume of supply needs the market through the concentration of supply, the reduction of production 
costs and regulate prices. 
It proposes to use  cultivation practices and production techniques and waste management that protect the 
environment and promote biodiversity, with the objective with the objective to enhance technically and 
commercially Associates productions 
Terra Orti has launched the "L’orto in condominio” with the aim to sell agricultural products on its territory 
through alternative forms of marketing, such as short chain; a form of organization that provides marketing mode of 
both “boxing scheme” that buying groups, with which you can buy a "box" always different fresh fruits and 
vegetables, with a certificate. 
Essentially the initiative to Terra Orti consists in the supply of fruits and vegetables properly packaged, directly 
to your condo / school / association / group buy. The fruits and vegetables that Terra Orti sells has the following 
characteristics: 
x • products coming mainly from agricultural enterprises; 
x • the products supplied under the natural seasonal cycles of production; 
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x • certified Global GAP (good agricultural practices), obtained with methods of integrated pest management and / 
or biological; controlled and tracked at every stage of the cycle by agronomists and experts and monitored 
through chemical analysis of the soil, irrigation water and the finished product; 
x • products collected, sorted and delivered to the final consumer in the short term; 
x • products packed in a reusable box, washed and sanitized every reuse; delivered directly to the address agreed in 
closed and refrigerated vans, offered the best market conditions and at prices that are lower than those normally 




Fig 2: sample box of fruit and vegetable Terra Orti 
 
The field survey has shown that the conditions of access to direct sales models are dictated primarily by the 
ability to cooperate with the associated producers and consumers. Unlike other forms of market, in direct sales the 
consumer contributes significantly to establish the rule on the basis of which it builds the value of the product, 
rewarding productive diversification (by encouraging the increase of biodiversity), environmental quality 
(encouraging sustainable production methods) and the work required (recognizing a fair price). 
In this view, shared by the associated producers and largely by consumers, the company has developed a system 
of production and exchange in compliance with the principles of environmental, economic and social sustainability. 
The facts disclosed during the survey were useful for tracing in brief analysis of the strengths, weaknesses, 
opportunities and threats for the sale of short chain of Terra Orti that allowed in a second step the transition from 
study specific to a more comprehensive evaluation of the prospects that the short chain offers companies in the 





Table1: swot analysis 
STRENGTHS WEAKNESSES 
Openness to innovation opportunities 
Product assortment also linked to seasonality and 
number of suppliers 
Large number of partners and networking low profit margins 
Link with the territory 
Structuring service and organizational model for a future 
increase in workload 
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Seasonal fruits and vegetables 
Quality and healthy product   
Certified products  
OPPORTUNITIES THREATS 
Strong improvement 
Uncertain weather conditions that does not allow you to 
plan well in advance basket composition 
Territorial Expansion 
Rehabilitation of Values 
increase reputation 
The strengths and opportunities that emerged from survey on Terra Orti, show that with the short chain can help 
to increase the sustainability of welfare in view of the development of a new way of "doing business" creating value 
not only in terms of money but take a responsible approach towards sustainability issues considering the 
environmental and social aspects 
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